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Errata 


‘Election polls in Greece’, Dimitri 
Mavros, 15(3), pp. 166-170. 

Frame 2 on p. 169 should be credited to 
Mr P.E. Dimitras, of Eurodim. 
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toine and Gilles Santini, 15(3), pp. 
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Acknowledgement on p. 178: the in- 
vited lecture was given to the South 
African Marketing Research Associa- 
tion, and not to the ‘South African 
Media Research Foundation’. 
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